What are we to make of the fact that WPP, ranked by Advertising Age as the largest agency group in the world, wants it to be known that it is not principally in advertising? What are we to make of the fact that three of the largest agencies in the same ranking are information-technology (IT) consultants (Accenture, IBM, and Deloitte) that were not even on the list five years before? At a minimum, it must be clear that a profession that changed hardly at all in the 70-odd years since the commercialization of television is not recognizably that profession any longer. By all that defines a profession-skills, assets, clients, and heritage-it is time to declare a new regime. In two further studies Johnson, 2015, 2016) Even more relevant to the purposes of this article is the Internet's structure.
Our studies identified four layers of the personal-data supply chain:
• The hard-infrastructure layer is concerned with data transmission (e.g., Sprint), connectivity (cable providers and mobile carriers), hardware manufacturers, and data centers (e.g., Rackspace).
• The soft-infrastructure layer comprises service firms (e.g., IBM, Accenture, and Deloitte) and software vendors (e.g., Oracle), in which category customerrelationship management software is important.
• Consumer-services support includes advertising agencies.
• Consumer services consist of content publishers, e-tailers and retailers, and social networks.
Since the Internet's birth, there have been firms that did not fit tidily into just one of the layers, and these boundary spanners were particularly important to digitalmarket making. In the early days, a few firms broke from the horizontal-layer struc- In our 2016 study, we tracked eight U.S.
companies that did not fit tidily into the four layers of the data-supply chain. Each pursued a leviathan-scale vision that, it might be argued, would make advertising agencies historical relics. As in the old vision of AOL and Time Warner, these companies would have such intimate relations with consumers that they could be medium and marketplace, targeter and messenger.
To the extent that they were masters of their own destiny in the hard-infrastructure layer, they would be immune to hold-ups by those who transmitted data in the event that net-neutrality rules were to end.
These eight companies pursued integration from three directions. Google and Why was Apple not on the list? As we saw it, the critical asset that these walled-garden integrators were trying to monopolize was the personal data of their customers, and Apple appeared to be uninterested in personal data. The others, however, were very interested in data, particularly first-party data, which was not subject to regulation on trafficking in data.
The rest Table 1 ).
Integration of Content Marketers Into Transmission
The integration path from content to data transmission is the path of Facebook Source: Deighton, Kornfeld, and Gerra (2017) rEthiNkiNG thE proFEssioN FormErlY kNoWN as adVErtisiNG May 12, 2015 . Retrieved August 21, 2017 T. Garcia. (2016, May 3) . "Amazon accounted for 60% of U.S. online sales growth in 2015 ."Retrieved August 21, 2017 , from MarketWatch website: http://www.marketwatch.com/story/amazon-accounted-for-60-of-online-salesgrowth-in-2015 -2016 This unusual pattern, in which the largest company in an industry increases its share as it grows, suggests increasing returns to scale. The larger the company gets, the more strongly it competes, likely because its technology investments yield higher returns than those of competitors.
By offering its technology to the market as Amazon Web Services (AWS) infrastructure, Amazon has grown its scale and the attendant benefits to its core business. June 14, 2016 . Retrieved August 21, 2017 advertising agencies, advertising networks and exchanges, research, data, and analyt- 
THE FUTURE oF MARKETIng AnD ADVERTISIng
A profession is a craft that applies abstract knowledge to particular kinds of problems, institutionalized by ethical standards, enforced by professional associations, and refined by university-based professional education and scholarly journals (Abbott, 1988 The contenders are, in summary,
• the advertising holding companies;
• the present and future walled gardens;
• the IT consultants and software vendors;
• 
